The Influences of Celebrities’ Credibility Endorsement and Brand Image on Consumers’ Purchasing Intention to Halal Brand Cosmetic (Wardah Cosmetics) by Selfarianda, Yurman
  
REFERENCES 
Ahmed, A., Mir, F.A., & Farooq, O. (2012). Effect of Celebrity Endorsement on  Customers’ 
Buying Behaviour; A Perspective from Pakistan.  Interdisciplinary Journal of 
Contemporary Research in Business, 4(2),  584-592.  
 
Ahmed, N., Farooq, O., & Iqbal, J. (2014). Credibility of Celebrity Endorsement  and 
 Buying Intentions an Evidence from Students of Islamabad, Pakistan. 
 International Letters of Social and Humanistic Sciences, 20, 1-13. 
  
Amstrong, G., & Kotler, P. (2015). Marketing: An Introduction. Boston. Pearson  Education 
Limited. 
 
Chin, W. W. (1995). Partial least squares is to LISREL as principal components 
analysis is to common factor analysis. Technology Studies, 2(2), 315-319. 
 
Cooper, C. R., & Schindler, P. S. (2008). Business research methods (10 ed.). Boston: 
McGraw-Hil  
 
Dehghani, M., & Tumer, M. (2015). A research on Effectiveness of Facebook Advertising 
 on Enhancing Purchase Intention of Consumers. Computers in  Human Behavior,  
49, 597-600. 
 
Erdogan, B.Z. (1999). Celebrity endorsement: A literature review. Journal of  Marketing 
Management, Vol. 14, 291-314 
 
Femaledaily. (2016). Daftar Kosmetik Bersertifikat Halal.
 http://femaledaily.com/blog/2014/01/15/daftar-kosmetik-bersertifikat-halal/. 
 (Retrieved on March 17
th
, 2016 ).  
 
Freeman, K.S., Chen, C.C. (2010). Wither the Impact of Celebrity Endorsement. 
 International  Conference on Communication, Media, Technology and  Design, 
661-676. 
 
Ghozali, A. (2001). Tinjauan Metodologi: Structural Equation Modeling dan Penerapannya 
dalam Pendidikan. http://www.depdiknas.go.id. (Retrieved on November 23
rd
, 2015). 
 
Ghozali, Imam. (2008). Aplikasi Analisis Multivariate dengan Program SPSS, BP UNDIP,  
Semarang. 
 
Ghozali, Imam. (2010). Structural Equation Model. Semarang : Penerbit Universita 
Diponegoro. 
 
Hague, P.N., & Jackson, P. (1994). The Power of Industrial Brands: An Effective Route to 
Competitive Advantage. Mcgraw Hill Book Co Ltd.  
 
Hair et al. (2010). Multivariate Data Analysis, Seventh Edition. Pearson Prentice Hall 
 
Hair J. F., A. Rolp., Tatham E., Ronald L., and Black William C., (1998).  Mutivaiate 
 Data  Analysis, Fifth Edition, New York : Prentice – Hall  International Inc. 
  
 
Hair, J., Hult, G., Ringle, C., & Sarstedt, M. (2001). A primer on partial least square 
structural equation modelling (PLS-SEM).CA: Sage. 
 
Halal MUI. (2016). Prosedur Sertifikasi Halal MUI. 
 http://www.halalmui.org/mui14/index.php/main/go_to_section/56/1362/page/ 1. 
(Retrieved on February, 14
th
 2016). 
 
Hassan, S.R., & Jamil, R.A. (2014). Influence of Celebrity Endorsement on  Consumer 
 Purchase Intention for Existing Products: A Comparative Study.  Journal of 
 Management Info, 4(1), 1-23.  
 
Hauge, P.N., & Jackson, P. (1994). The Power of Industrial Brands: An Effective  Route to 
Competitive Advantage. Mcgraw Hill Book Co Ltd.  
 
IFANCA. (2016). What is Halal ?. 
 http://www.ifanca.org/Pages/staticwebpages.aspx?page=whatisHalal.  (Retrieved 
 on  February 14
th
 2016).  
 
Ishak, A. (2008). Pengaruh Penggunaan Selebriti dalam Iklan Terhadap Minat Beli 
Konsumen. Jurnal Siasat Bisnis, 12(2), 71-88.  
 
Keller, K, L. (2013). Strategic Brand Management: Building, Measuring, and Managing 
Brand Equity 4
th
 Edition. Pearson Education Limited.  
 
Kish, L. (1979). Samples and censuses. International Statistical Review/Revue   
Internationale de Statistique, 99-109. 
 
Kotler, P., & Armstrong, G. (2012). Principles of Marketing. New Jersey. Pearson Prentice 
Hall 
 
Kotler, P., & Keller, K.L. (2012). Marketing Management. New Jersey. Prentice Hall 
 
Lien, H, C., Wen, J, M., Huang, C, L., & Wu, L, K. (2015). Online Hotel booking: The 
Effects of Brand Image, Price, Trust and Value on Purchase  Intentions. 
Asia Pacific Management Review, 20, 210-218. 
 
Lim, S. L. (2016).  Asia Brand Power. http://www.kantarworldpanel.com/id/News/ASIA-
BRAND-POWER. (Retrieved on  February 25
th
 2016).  
 
Lin, N.H., & Lin, B.S. (2007). The Effect of Brand Image and Product  Knowledge on 
Purchase Intention Moderated by Price Discount. Journal  of  International 
Management Studies.  
 
Mahmood, U., Siddiqui, H., & Tahir, A. (2014). An Empirical Study about Green  Purchase 
Intentions. Journal of Sociological Research, 5(1), 290-305.  
 
Marketeers. (2016). Halal dari Awal- Cara Wardah Kukuhkan Disri Sebagai  Pionir 
Kosmetik Halal.  http://marketeers.com/article/halaldariawal-cara-wardah-kukuhkan-
diri-sebag ai-p ionir-kosmetik-halal.html. (Retrieved on March 17
th
 2016).  
  
 
Mbaskool. (2016). Purchase Intention. http://www.mbaskool.com/business-
concepts/marketing-and-strategy-terms/1 0976-purchase-intention.html. (Retrieved 
on May 10
th
 2016). 
 
Miller, Alyssa N. Hyde, Jeffrey. & Morisco, Snherri. (2008). Marketing to Ethnic  Segments: 
Halal Products. USA. Pennsylvania. College of Agricultural Science. 
 
Muhamed, N.M., Ramli, N.M., Aziz, S.A., & Yaakub, N.A. 2014. Integrating  Islamic 
 Financing and Halal Industry: A Survey on Current Practices of the  Selected 
 Malaysian Authority Bodies. Asian Social Science,  10(17),120-126.  
 
Ohanian, R. (1990). Construction and Validation of a Scale to Measure Celebrity Endorsers’ 
Perceived Expertise, Trustworthiness, and Attractiveness. Journal of  Advertising, 
19(3), 39–52. 
 
Pallant, J. (2007). SPSS survival manual: A step-by-step guide to data analysis  using 
 SPSS version 15. Maidenhead, Berkshire, England: McGraw-Hill  Education 
 
Rangkuti, F. (2015). Riset Pemasaran. Jakarta: PT Gramedia Pustaka Utama. 
 
Reinartz, W.; Haenlein, M.;  and Henseler, J. (2009) An empirical  comparison  of the 
efficacy of covariance-based and variance-based SEM,  International Journal of 
Research in Marketing, 26(4), 332-344. 
 
Republika. (2016). Kosmetik Halal Semakin Diminati. 
 http://www.republika.co.id/berita/ekonomi/ritel/13/10/30/mvgy8l-kosmetik-h
 alal- sem aki n-diminati. (Retrieved on February 25
th
 2016).  
 
Rio, A.B.D., Vazquez, R., & Iglesias, V. (2010). The Effects of Brand  Associations on 
 Consumer Response. Journal of Consumer Marketing,  18(5), 410-425. 
 
Sallam, M.A.A., & Wahid, N.A. (2012). Endorser Credibility Effects on Yemeni  Male 
 Consumer’s Attitudes towards Advertising, Brand Attitude and  Purchase 
 Intention:  The Mediating Role of Attitude toward Brand.  International 
 Business Research, 5(4),  55-65. 
 
Sekaran, Uma. (2003). Research Methods for Business : A Skill-Building  Approach,  3th 
ed. New York, NY: John Wiley and Sons 
 
Sertoglu, A.E., Catli, O., & Korkmaz, S. (2014). Examining the Effect of  Endorser 
Credibility on the Consumers' Buying Intentions: An Empirical   Study in 
Turkey. International Review of Management and Marketing,  4(1), 66-77.  
 
Shanti, M. (2015). Pengaruh Brand Image, Kualitas Produk, dan Reference  Group 
Terhadap Minat Beli Produk Kosmetik Lipstik Wardah di kota Malang.  Fakultas 
Ekonomi dan Bisnis Universitas Brawijaya Malang.  
 
Shimp, T. A (2007). Advertising, Promotion, and Other Aspects of Integrated  Marketing 
Communications 7
th
 Edition. Mason, Ohio: South-Western  Cengage Learning. 
  
 
Shimp, T. A (2010). Advertising, Promotion, and Other Aspects of Integrated  Marketing 
 Communications 8
th
 Edition. Mason, Ohio: South-Western   Cengage Learning. 
 
Subayang, M.K., & Siahaan, S.D.O. (2008). Pengaruh Celebrity Endorser  terhadap 
Keputusan Pembelian Sepeda Motor Merek Yamaha Mio pada  Mio Automatik 
Club (MAC) Medan. Jurnal Manajemen Bisnis, 1(3),  117-125.  
 
TMFB. (2016). Halal Certification.  http://www.tmfb.net/halal-certification/halal-
certification. (Retrieved on  February 14
th
 2016) 
 
Urbach, Nils & Ahlemann, F. (2010). Structural equation modellig in informations systems 
research using partial least squares. Journal of Information Technology Theory and 
Application.11 (2). 
 
Wardahbeauty. (2016). http://www.wardahbeauty.com/en (Retrieved on February  25
th 
2016) 
 
Wikipedia. (2016). Cosmetics. https://en.wikipedia.org/wiki/Cosmetics  (Retrieved on 
 February 14
th
 2016)  
 
Zafar, Q., & Rafique, M. (2012). Impact of Celebrity Advertisement on  Customers’ 
 Brand  Perception and Purchase Intention. Asian Journal of  Business and 
 Management  Sciences, 1(11), 53-67.  
 
Zahaf, M., & Anderson, J. (2008). Causality Effects between Celebrity  Endorsement and 
The Intentions to Buy. Innovative Marketing, 4(4), 57-65. 
  
Zakaria, Z., Salim, M.R., Ahmad, Z., Ahmed, F.H.M., & Kamaludin, M.A. (2015). 
 Trust  as a Mediator in Determining Customers Purchase Intention of Halal 
 Frozen Food.  International Academic Research Journal of Social Science, 
 1(2), 283-289. 
 
 
 
 
 
 
 
 
 
